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The economic and social rapidly development is good to create a fair opportunity 
to promote the medicine economic keeping sustainable, healthy, coordinated 
development. With reforming of the medical system entering a crucial stage, 
alternating of the old system and new system, continued to develop in depth under the 
guidance of "basic, strong basic level, the mechanism of" policy. The Third Plenary 
Session of the eighteen proposed to deepen the reform of the medical and health 
system. As the extension of the new medical reform era, our nation will introduce a 
series of reform measures; continue to reform public hospitals, "in medicine for 
medical", drug bidding system, drug price regulation and other aspects of reform. 
Pharmaceutical enterprises will be faced with hitherto unknown challenge. 
In the study, as the regional local leading enterprise of Chinese medicine 
business, CM pharmaceutical Co. is taken as a research object. In the scope of 
medical market, and guiding by the enterprise strategic management and marketing 
management theory, the PEST model is used to analyze the company external macro 
environment and pharmaceutical industry area. The Michael Porter's Five Forces 
Model is used to analysis the competitive and the company’s own marketing 
conditions. The SWOT method is used to analyze the advantage, disadvantage, 
opportunities and threats, which the company faced to. According to the systems 
analysis, the company should be taken to the mixture of growth strategy in the market 
competition. 
   Based on the above analysis, the study shows that the CM pharmaceutical Co. 
should give full play to its own advantages to improve network layout and marketing 
mode innovation quickly. Strategic target is put forward ‘based on the southwest, 
facing the country, to the world ’. The company should consolidate the medical end 
market, develop new market fast. Especially based on the grass-roots medical terminal 
market differentiation competitive strategy, it’s necessary to set up a sound 
management system, strengthen the staff, and improve the product quality and 
service. 
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The pharmaceutical industry is a major part of our national economy, which is 
the traditional industry and modern industry combining. National macro-economic 
environment is the basic condition for medical and economic growth. The economic 
and social rapidly development is good to create a fair opportunity to promote the 
medicine economic keeping sustainable, healthy, coordinated development. Rapid 
prompt of Chinese economy, which makes pharmaceutical economy obtained the 
fast development. With reforming of the medical system entering a crucial stage, 
alternating of the old system and new system, continued to develop in depth under 
the guidance of i "basic, strong basic level, the mechanism of" policy. The Third 
Plenary Session of the eighteen proposed to deepen the reform of the medical and 
health system. As the extension of the new medical reform era, our nation will 
introduce a series of reform measures; continue to reform public hospitals, "in 
medicine for medical", drug bidding system, drug price regulation and other aspects 
of reform. Pharmaceutical enterprises will be faced with hitherto unknown 
challenge. 
In the study, as the regional local leading enterprise of Chinese medicine busine
ss, CM pharmaceutical Co. is taken as a research object. In the scope of medical mar
ket, and guiding by the enterprise strategic management and marketing management 
theory, the PEST model is used to analyze the company external macro environment 
and pharmaceutical industry area. The Michael Porter's Five Forces Model is used to
 analysis the competitive and the company’s own marketing conditions. The SWOT 
method is used to analyze the advantage, disadvantage, opportunities and threats, wh
ich the company faced to. According to the systems analysis, the company should be 
taken to the mixture of growth strategy in the market competition. 
   Based on the above analysis, the study shows that the CM pharmaceutical Co. sh













mode innovation quickly. Strategic target is put forward ‘based on the southwest, fac
ing the country, to the world ’. The company should consolidate the medical end mar
ket, develop new market fast. Especially based on the grass-roots medical terminal m
arket differentiation competitive strategy, it’s necessary to set up a sound manageme
nt system, strengthen the staff, and improve the product quality and service. 
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